and layers of meaning in each ad. Are you a jaded worker? "I get enough bull at work. I don't need to smoke it." Here's some freedom from your stultifying job, and a little jab at anyone who bugs you about your smoking.
Are you today's woman smoker? "My buns might not be steel, but my butt's all tobacco." You can laugh at your "dumb" fitness video (the "buns", "abs", and thighs-of-steel series is very popular in the United States), but you smoke a smart, pure product. If you find the tobacco-butt image funny, that's cool, but the model is not butt-ugly. She's actually drop-dead gorgeous. So good-looking, in fact, that you'll be interested in everything that goes in her mouth.
Speaking of butts, figure 1 shows the most vulgar ad in the series: A man who appears to have his head "straight up" his hind quarters. "Still smoking additives?" is the existential question being asked.
As for the troubling campaign in Arizona, how about this in-your-face statement?: "Your car lighter wasn't meant for a cell phone." Firing up a cigarette becomes a noble, higher calling.
But the acme of Winston's art is the elegant, minimalist "Thank you for not smoking additives" (figure 2). A cherished, respectful tobacco control message has been turned on its ear by adding just one word. We're not afraid of anti-smoking messages, Winston is saying, and we're so fearless that we happily oVer you this cheeky reminder. However, if you are a thoughtful smoker, and genuinely troubled by those 599 potential additives, Tobacco Control 1998;7:187-188 don't worry. We oVer you "100% Tobacco. True taste. No bull."
Oh yes, we're also selling just enough rebellion to meet your needs. We're willing to hint at the naughty word "bullshit" in this mainstream magazine. (The ads have appeared in People, Esquire, US, and Rolling Stone magazines.) We'll even compare our natural smokes to the surgically enhanced breasts of Playboy models (see the ad below from the back cover of the magazine's July 1998 issue).
In George Orwell's 1984, the main character was Winston Smith. 
Addendum
The 29 June 1998 issue of Advertising Age recognised "The Marketing 100"-"those visionaries who latch onto an idea, run with it and achieve their goal of greater sales or recognition." Included among this distinguished assemblage was Ned Leary, vicepresident of marketing for Winston, for the brand's "new 100% no-additive positioning". Ad Age credited the new campaign for the brand's recent sales growth (3% increase in the first quarter of 1998 compared with the first quarter of 1997). "We didn't need a campaign. We needed an attitude," said Leary. "We spent two years optimizing the communication. . . . You either reinvent yourself against the competition or you'll lie in a ditch. . . . My share of market is going in a diVerent direction for the first time in 20 years." No word from Leary or Ad Age on movement of the brand among youth.-ED
